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Abstract 
 
This study is a content analysis study examining the gender stereotypes in Hong 
Kong prime time TV advertisements. Apart from the family and the schools, the media 
is the tertiary socializing agents for teenagers to acquire gender roles. 
 
It aims to analyze the portrayal of male and female on commercial advertisements 
broadcasted on TVB Jade, the free and dominant TV channel in Hong Kong. The 
advertisements between 8:30 -10:30 p.m. every night in a week were videotaped and 
examined. This two-hour period is the prime time in TVB with the broadcasting of two 
popular TVB dramas. The study pays attention to the gender of central figures, its 
credibility, gender role and location as well as the association with specific products in 
the advertisements. The result is partly in line with the previous studies on television 
advertisements that gender stereotypes are discovered in the contemporary society.  
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Chapter One: Introduction 
 
1.1 Background of study  
 
The study of gender stereotypes has been a popular topic for various disciplines 
including sociology, education, as well as psychology. Researchers have been 
concerned about how males and females are portrayed on the mass media. This 
attributes to the fact that apart from the family (primary) and schools and peers 
(secondary), mass media is the tertiary socializing agent. Youngsters learn about social 
expectations on gender, for instance, how they should behave as a male or a female 
through socialization, a process of one socializing with his or her socializing agent. And 
mass media has influential impact on teenagers’ beliefs on gender. 
 
In this 21st century, teenagers are exposed to explosive digital information. 
Television and the internet have become the main source of entertainment for them. 
Educators and parents are particularly worried about gender role representations on 
television which has massive audiences ranging from children to elderly. The youth will 
learn and reproduce through observation of the surrounding environment (the media) 
and these beliefs maintain as rigid stereotypes. It was based on the two historical 
educational theories published over 25 years ago, one is Bandura’s social learning 
theory (1986) and one is Signorielli & Morgan’s cultivation theory (1990). Besides, the 
messages from the media, for example females are portrayed as a more dependent role 
compared to males will become a hidden curriculum to learners (Martin, 1976).  
 
Scholars especially put emphasis on commercial advertisements on television since 
the 1970s. A study by McArthur and Resko (1975) has inspired various researchers to 
employ their coding scheme into the investigation of television commercials thereafter 
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(Furnham and Chan, 2003; Furnham, Mak and Tanidjojo, 2000; Furnham and Paltzer, 
2010; Verhellen, Dens and De Pelsmacker, 2014). The original coding framework 
included coding of 7 attributes of gender characteristics of the central figures in the 
advertisements, yet slightly alteration has been added to it in the later studies. Two 
studies in particular studying the portrayal of males and females on television 
advertisements in Hong Kong (Furnham and Chan, 2003; Furnham et al., 2000) 
extended the framework to 10 aspects. Based on the research questions set in this study, 
4 of the characteristics of the coding framework which are closely sex-linked were 
adopted (Furnham et al., 2000; Furnham and Paltzer, 2010) and trivial modifications 
were added based on a more recent study of Verhellen et al. (2014). 
 
The two previous investigations concluded that gender stereotypes on television 
advertisements in Hong Kong was more powerful than that of the western countries and 
remained. These commercial advertisements help the transmission and reinforcement 
of gender stereotyping images and messages. This impact is universal across different 
countries and time (Furnham and Mak 1999; Furnham and Paltzer, 2010; Furnham et 
al., 2000; Wolin 2003).  Although there were plentiful of previous studies done on 
examining stereotypes on gender on various types of media in varied countries, the 
researches were mainly focus on western countries. Only few Asian countries were 
discussed before 2000 (Furnham et al., 2000). The study on non-western countries has 
increased not until recent years. Thus, research gap can be found. The two studies by 
Furnham et al., (2000) as well as Furnham and Chan (2003) on local television 
advertisements were carried out over 10 years ago that some of the results might be 
outdated and might no longer be applicable to the current society.  
 
 
9 
 
1.2  Research motivation 
 
As a Liberal Studies teacher-to-be, both gender and mass media are parts of subject 
and are closely related to students’ daily life. Since the effect of media has become the 
hidden curriculum for students and has been unavoidable (Martin, 1976), it is necessary 
for educators to first understand the situation in Hong Kong, and then evaluate the 
implications on students and finally seek for a solution to help our students to get rid of 
the pre-dominant values. Thus, it becomes my motivation to study the stereotypes of 
gender on local television advertisements. 
  
1.3 Objectives of the study 
 
The main purpose of this research aims at examining gender role stereotypes in 
prime time TV advertisements in Hong Kong. Media has been regarded as one of the 
most paramount socializing agents for teenagers. It has significant impact in socializing 
process as it serves as an informal curriculum for students in daily life (Liu, 2015). In 
Hong Kong, watching TV is the easiest and the most accessible entertainment for local 
people, especially for teenagers and children who are more vulnerable to media effect. 
They are exposed to large amount of advertising constantly on TV every day. Former 
studies have been suggesting that these advertisements reflect, maintain and even 
reinforce the gender role in the actual world (Furnham et al., 2000). These values have 
been internalized by the general public. However, the data has been outdated. Thus, this 
research is going to investigate the contemporary portrayal of males and females in 
prime time TV advertisements and its implication on teenagers with the adoption of the 
coding framework used in Furnham et al.’s work (2000). Seven days of advertisements 
in prime time (between 8:30 -10:30 pm) on TVB Jade in November, 2015 were 
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collected for analysis (n = 302). 
 
 All in all, the same coding methodologies with selective attributes and minor 
modifications will be employed into this research. It has the following objectives: 
 
i) Analyze the gender stereotyping in commercial advertisements on prime time 
TV in current Hong Kong. 
ii) Put forward in-depth discussion and its implications on teenagers 
iii) Provide further recommendations for different stake-holders. 
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Chapter Two: Literature Review 
 
2.1 Sex, gender and gender role stereotypes 
  
 The present study wishes to investigate the gender stereotype on television 
commercials in Hong Kong. It has been a prevalent topic throughout years. 
Fundamentally, sex and gender are two distinctive concepts. Sex, from the essentialist 
point of view, is the biological differences of body. Individuals born as males or females 
according to their biological traits. On the other hand, from the constructionist 
perspective, gender is a social ideology constructed collectively by the society and that 
males and females have to follow the cultural and social rules and expectations 
according to their sex (Pilcher, 1998). For example, males have to be masculine while 
females have to be feminine. However, individual’s gender identity can be different 
from his or her perceived sex. Gender identity is the authentic identification of the 
gender of oneself. Individual can identify itself as male even though its perceived sex 
is female. 
 
Gender role is a set of shared common rules that certain personalities and 
behaviors are regarded as appropriate and suitable for certain sex, for instance, males 
are stronger, more aggressive and tough than females (Vande Berg and Streckfuss, 
1992). A study around 30 years ago have provided a comprehensive explanation on 
gender. According to West and Zimmerman (1987), individuals do gender, act and 
behave based on the social expectations, every day in the interactions with others. Once 
individuals are doing gender, they are creating discrepancies between gender, i.e. the 
social male and female differences and reinforcing such differences. Then gradually 
over time, individuals create, reproduce and sustain such differences into a set of 
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collective gender beliefs which are steadily become rigid gender role stereotypes. 
Together, individuals make gender an institutional norms in societal level.  
 
2.2 Mass media as tertiary socializing agent 
 
Individuals learn gender norms through socialization. Since young, individuals 
acquire the social expectations on gender and how they should behave though 
interacting with others. Parents are the primary and the most crucial socializing agent 
in childhood. They play an important role in delivering the first set of values on gender. 
Later when individuals start schooling, schools and peers become the secondary agent 
of socialization. In school, individuals learn the perceived appropriate social skills when 
socializing with teachers and classmates. Besides, another important agent of 
socialization is the mass media, the tertiary socializing agent. This includes print media 
such as books, comics, newspapers or magazines and electronic media like radios, 
televisions and the internet. Currently, watching television and surfing the internet have 
apparently become the dominant leisure activities for children and teenagers.  
 
Children and youngsters are vulnerable to media effect. In accordance with 
Bandura’s social learning theory (1986), the social environment will have significant 
impact on individuals’ behaviors. The media becomes the source of information for the 
youth and they will learn and imitate the behaviors from the media images through 
observation. ‘They see themselves as the way the culture sees them’ (Weitz, 1977, 
p.203). The young will act accordingly in order to fulfill the social expectations on their 
gender. The mass media not only reflects but also maintains the gender role stereotypes 
in the real world (Furnham et al., 2000; Weitz, 1977). Signorielli & Morgan’s 
cultivation theory (1990) stresses that the cultivation effect of media on individuals. 
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When children and individuals are under long-term exposure to the gender stereotyping 
messages from the media, they will easily cultivate the beliefs and trust that it is the 
reality. It becomes a vicarious cycle. Educator Jane R. Martin (1976) also supports this 
saying. The stereotyping portrayal of gender on the media become the hidden 
curriculum which is learning states not intended but learnt by teenagers. The learning 
states of hidden curriculum can be occurred in school or non-school settings. It is 
everywhere embedded in every aspect of learning. As a result, it is hard to distinguish 
and difficult to avoid. Youngsters sub-consciously learn the stereotyped gender values 
from the media which will have influences on how they behave.  
 
2.3 Gender stereotypes in commercial advertisements and the situation in Hong 
Kong 
  
As mentioned above, media images help the production and preservation of gender 
stereotypes. The main purpose of television advertisements is to sell product. 
Advertisers might adopt stereotyping representations so as to arouse audiences’ 
interests and maximize the profit (Weitz, 1977). They prefer conforming to the 
prevailing social dominant ideology on gender to promote their products rather than 
avoiding or changing it (Eisend, 2009). In contrary to this argument, gendered 
commercial advertisements were not necessarily able to capture attention in viewers’ 
opinions (Parker and Furnham, 2007).  
 
However, Furnham and Mak (1999) and Wolin (2003) pointed out that it is 
ubiquitous that sex role stereotyping is appeared in commercial advertisements. It is 
also not a unique incident in a region but persistent across different countries. For 
example, as revealed in a review study of 5 continents by Furnham and Mak (1999), 
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males were more often portrayed as the authority and profession who were involved in 
occupational settings while females were frequently played as the user of the advertised 
product, dependent to others and represented at home. Some females were even 
portrayed as sexual objects. They were more often presented to be sexually alluring and 
attractive and depicted as a reward to males (as cited in Verhellen et al., 2014). This 
phenomenon is associated with the objectification of females as a tool for pleasure and 
a commodity. This is coherent to the subordinate role of females to males.  
 
However, most of the research done before 2000 were mainly focused on western 
countries such as Italy, Britain, New Zealand, France and Denmark (Furnham et al., 
2000). More and more studies have been gradually carried out to examine the gender 
stereotypes in Asian countries after 2000. For the case of Hong Kong, Furnham et al. 
(2000) carried out the first local gender role study of commercial advertisements on 
TVB Jade (Chinese channel) in 2000. They concluded that the sex role stereotypes in 
Hong Kong was more influential than that of the west. In 2003, Furnham and Chan 
(2003) further investigated into TVB Jade together with another English channel (TVB 
Pearl) on television. The results of the Chinese channel (TVB Jade) were mostly 
coherent to the previous study (Furnham et al., 2000). It might show that a slight 
decrease in the degree and strength in gender stereotypes over the two periods of time 
(Furnham and Chan, 2003). It might be ascribed to the traditional Confucian values 
deep-rooted in Asian (Bond, 1991). Thus the present study is going to investigate into 
the contemporary situation in Hong Kong after more than 10 years.  
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2.4 The coding scheme  
 
McArthur and Resko (1975) were the pioneers of investigation on gender 
stereotypes on television advertisements. They studied the portrayal of males and 
females in commercial advertisements in America in the spring of 1971. Their effort 
has provided a powerful reference for the subsequent studies on gender stereotypes. 
The comprehensive coding scheme for television advertisements has been frequently 
adopted by various researchers in their analysis of advertisements on TV in different 
countries and across time (Furnham and Chan 2003; Furnham et al., 2000; Verhellen et 
al., 2014). The coding framework comprised 7 attributes including the central figures 
(which later separated from the scheme as an exclusive coding item), basis for the 
credibility, role, location, arguments, rewards type and product type.   
 
In view of this, other studies have implemented the same methodology with little 
modification due to socio-economic and cultural change into their study in other 
countries. The two studies examining the situation in Hong Kong by Furnham et al. 
(2000) and Furnham and Chan (2003) extended the coding scheme to 10 attributes in 
which mode of presentation, age, background and end comment were added. In this 
research, 4 attributes (credibility basis, role, location and product type) which were 
considered more relevant to traditional gender stereotypes (Furnham et al., 2000), 
would be adopted. A minor change could also be added to the sub-category of product 
type referring to a more recent study of Verhellen et al. (2014). The two referenced 
coding tables in this study will be shown in appendices (appendix 1 and 2).  
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Chapter Three: Methodology 
 
3.1 Research questions and Hypotheses  
 
The objective of this study aims at investigating the gender stereotypes in 
commercial advertisements in prime time television in Hong Kong. The research 
questions are set as follows: 
 
1) What is the frequency of males to females appeared in the advertisements? 
2) What is the basis for credibility of the male and female central figures? 
3) What are the roles of the male and female central characters? 
4) What locations do male and female involve in? 
5) What product types do the male and female central figures associated with?   
 
According to the above research questions and the two previous studies based on 
local television advertisements by and Furnham and Chan (2003) and Furnham et al. 
(2000), there are 5 hypotheses:  
 
1) Males are usually appeared in the advertisements than females. 
2) Male central figures are more often portrayed as the source of credibility than 
female central figures. 
 
Concerning the role of and location depicted by male central characters (hypotheses 
3 and 4), the two studies (Furnham and Chan 2003; Furnham et al., 2000) had 
contrasting results on the frequency of male professional role and male shown in 
occupational setting. The current study will closely follow the more recent research 
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done by Furnham and Chan (2003) 
3) Female central characters are more frequently depicted as professional role than 
male central characters. 
4) Females are more likely to be involved in occupational location than males. 
5) Male central figures are expected to be associated with advertise products about 
leisure, electronics and service sectors than female central figures. 
 
3.2 Sample of Advertisements  
 
This study analyses the portrayal of males and female in commercial 
advertisements on TVB Jade in Hong Kong. TVB, one of the two free channel in the 
Hong Kong and Jade is the most popular TV channel in Hong Kong watched by most 
of the local population. Advertisements within the prime time (8:30 – 10:30 p.m.) on 
Jade every night for a week in November 2015 were videotaped. The two-hour period 
was chosen because it was the period broadcasting two locally made TVB dramas 
which were viewed by most audiences comparatively. The recording days were selected 
in random basis but an attempt to avoid advertises related to particular festivals such as 
Christmas in December and Chinese Lunar New Year in February. 
 
Altogether there were 7 sessions of advertisements between the periods from 8:30 
– 10:30 p.m. per day and 302 commercials were recorded. Central figures which were 
children, cartoons and undefinable would be discarded. Trailers of TVB programs and 
movies as well as announcements in the Public Interest (APIs) from the Government 
were also excluded. In the end, within the 302 television advertisements that 
documented, only 111 distinctive commercial advertisements were analyzed and 
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included in the final sample. The other 191 were repeated advertisements which were 
discarded. 99% of the central characters were Chinese and Cantonese advertisements.  
 
3.3 Coding Procedure 
 
The present study has adopted content analysis by a 4-attribute coding framework. 
The coding scheme in this research was employed from the study by Furnham et al. 
(2000) which was highly referenced in other studies on gender stereotypes in 
commercials advertisements, with minor adjustments based on the Verhellen et al. 
(2014) study.  
 
From the 10 attributes, 4 clearly gender role linked attributes including 
‘Credibility’, ‘Role’, ‘Location’ as well as ‘Product type’ were selected for the 
sequential analysis of the advertisements and for the effective response to the research 
questions and hypotheses (Furnham et al., 2000; Furnham and Paltzer, 2010). Due to 
its ambiguity, ‘Reward type’ and ‘Background’ were eliminated. Other categories like 
‘Age’, ‘Argument’ and ‘End comment’ were omitted owing to its subjectivity 
(Furnham and Chan, 2003; Furnham et al., 2000; Verhellen et al., 2014). Further trivial 
changes were made to two sub-groups. The sub-group of ‘Interviewer/narrator’ in the 
category of ‘Role’ was abandoned. In addition, the attributes in ‘Product type’ were re-
arranged into seven categories. The sub-category ‘Property’ was combined with ‘Other’ 
and ‘Leisure’ was added.  
 
3.3.1 Selection of Central figures 
 
As mentioned before, children, cartoons and undefinable central characters were 
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eradicated. Only visually appeared adult central figures were considered appropriate 
and identified for this analysis. Thus, attribute of ‘Mode of Presentation’ was eliminated. 
Maximum two most identifiable central characters were selected in each commercial 
advertisement. Advertisements with central characters which were depicted vocally or 
with more than two central characters would be deemed as undefinable. In sum, among 
the 111 unique television advertisements, 138 central figures were distinguished. 
Among them, 55 were males (39.86%) while 83 were females (60.14%).    
 
3.3.2 Explanation of coding scheme 
 
The detailed coding framework was justified below:  
1. Credibility basis: The central figure was classified into one of the sub-category: 
‘User’, the central figure was primarily using and consuming the advertised product. 
‘Authority’, the central figure was the source of information and reliability 
regarding on the product in the advertisement. ‘Other’, the central figure was 
illustrated neither as a user nor an authoritative role. In the result, ‘Authority’ and 
‘Other’ were combined for examination. 
 
2. Role: The central character was categorized as one of the roles according to his or 
her played role in the advertisement: ‘Dependent’, central character was casted as 
dependent to others including parents, spouse, partners and sex object. 
‘Professional’, central character was taken up a professional role such as experts, 
doctors, celebrities. ‘Other’, the role of the central character was neither dependent 
to others nor professional.  
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3. Location: The central figure was fallen into one of the sub-group if he or she was 
appeared in settings related to: ‘Home’, central figure was shown in household 
settings like dining rooms, bedrooms, kitchens, bathrooms. ‘Occupation’, central 
figure was shown in occupational setting such as laboratories, offices. ‘Leisure’, 
central figure was depicted in recreational settings, for example tourist spots, 
shopping malls, playgrounds. ‘Unknown’, central figure represented in an unknown 
environment such as artificial background. In the result, ‘Leisure’ and ‘Unknown’ 
were merged for investigation. 
 
4. Product type: This category was re-organized and the advertised product was 
characterized into seven product types: ‘Body’, product which was related to health 
and medication (such as calcium pills, milk powder for strong bones), hygiene (such 
as shampoo, body gel, toothpaste) beauty and skin care (such as mask, cream), 
cosmetics (such as bb cream, cleansing oil), clothing. ‘Home’, product which was 
associated with household goods (such as paints, utensils), cleansing (such as 
detergent, washing powder), furniture. ‘Leisure’, product which was connected to 
travelling, games, sports. ‘Electronics’, product which was related to 
telecommunication, electronic and digital devices (such as watches, mobile phones, 
cameras). ‘Service’, the advertisement was associated with banking, insurance or 
loan service. ‘Food’ and ‘Other’, the product which could not be classified into the 
above categories such as property. In the result, ‘Home’ and ‘Body’ were merged 
and ‘Leisure’, ‘Electronics’ and ‘Service’ were combined as well as ‘Food’ and 
‘Other’ were mixed for effective analysis. In sum, there were three sub-category in 
this attribute.  
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The two tables below will be used for collection data. 
 
Table 3.1 Number of advertisements analyzed and frequency and percentage of male 
and female central figures (%) 
 
Number of ads analyzed Number of central figures coded (%) 
 Male Female 
  
 
Table 3.2 Frequency and percentage of male and female central figures represented in 
advertisements as described by the coding framework. 
 
Attributes Category Male (%) Female (%) 
Credibility User   
Authority/Other   
Role Dependent   
Professional   
Other   
Location Home   
Occupation   
Leisure/Unknown   
Product 
Type 
Body and Home   
Leisure, Electronics and 
Services 
  
Food/Others   
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Chapter Four: Results and Discussion 
 
The results are outlined in table 4.1 and table 4.2.   
 
Table 4.1 Number of advertisements analyzed and frequency and percentage of male 
and female central figures (%) 
 
Number of ads analyzed Number of central figures coded (%) 
111 Male Female 
55 (39.86%) 83 (60.14%) 
 
Table 4.2 Frequency and percentage of male and female central figures represented in 
advertisements as described by the coding framework. 
 
Attributes Category Male (%) Female (%) 
Credibility User 36 (65.45%) 64 (77.11%) 
Authority/Other 19 (34.55%)  19 (22.89%) 
Role Dependent 16 (29.09%) 23 (27.71%) 
Professional 14 (25.45%) 13 (5.66%) 
Other 25 (45.45%) 47 (56.63%) 
Location Home 14 (25.45%)  24 (28.92%) 
Occupation 30 (18.18%) 7 (8.43%) 
Leisure/Unknown 31 (56.36%) 52 (62.65%) 
Product 
Type 
Body and Home 29 (52.73%) 56 (67.47%) 
Leisure, Electronics and 
Services 
18 (32.73%) 14 (16.87%) 
Food/Others 8 (14.55%) 13 (15.66%) 
 
Overall, the results show that there are differences in the portrayal of males and 
females in Hong Kong TV advertisements in all 4 categories. It is possible to suggest 
that gender stereotypes are found in contemporary Hong Kong society. Also, the results 
are partially consistent to that of Furnham and Chan (2003).  
23 
 
4.1 Frequency of male and female central figures 
Hypothesis 1: Males are usually appeared in the advertisements than females. 
 
Surprisingly, in contrast to the two previous studies done in Hong Kong (Furnham 
and Chan, 2003; Furnham et al., 2000), more females (60.14%) are identified in the 
result than males (39.86%). Thus, the result is conflicting with hypothesis 1. This may 
be because majority of the advertised product in the coded advertisements are ‘Body 
and Home’ products and so frequently bought by females. The higher frequency of 
females shown on television advertisements may also reflect a possible surge of the 
status of females in Hong Kong.  
 
4.2 Credibility of male and female central figures  
Hypothesis 2: Male central figures are more often portrayed as the source of credibility 
than female central figures. 
 
 In line with the previous results of Furnham and Chan (2003) and Furnham et al., 
(2000), male central figures are frequently depicted as the authority of the advertised 
product (34.55%) than that of female central figures (22.89%). This result supports 
hypothesis 2. Males illustrated as the source of information and credibility are deemed 
more convincing compared to females. It can be ascribed to that Hong Kong, a 
cosmopolitan city where has a combination of Chinese and western cultures, is still a 
male dominance society (Bond, 1991). It may sequentially affect the viewers’, 
especially children’s and youngsters’ beliefs on the reliability of males and females. 
 
On the other hand, female central figures are usually presented as the user of the 
advertised product (77.11%) than that of male central figures (65.45%). It may be also 
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due to the advertised product type. Some of the products are targeted at females only 
such as female sanitary napkin. However, it is worthwhile to note that central figures 
regardless of sexes are more often shown as a user (65.45% for males and 77.11% for 
females) rather than an authority (34.55% for males and 22.89% for females).  
 
4.3 Role of male and female central figures  
Hypothesis 3: Female central characters are more frequently depicted as professional 
role than male central characters. 
 
Since the sub-category of ‘interviewer/narrator’ was omitted from the coding 
scheme in this study for effective analysis, central characters who were describing the 
advertised product would be classified to sub-category ‘Other’. Thus, there is a higher 
proportion of central figures of both sexes (45.45% for males and 56.63% for females) 
fallen into the category of ‘Other’.  
 
The result reveals that despite sexes, generally central characters are more likely 
to be presented as dependent. There is a slight difference of less than 1.5% of male 
central characters are more usually portrayed as dependent role (29.09%) than that of 
female central characters (27.71%). This may reflect a trivial change in the gender role 
stereotypes in Hong Kong current television advertisements. Male central characters 
are frequently depicted as boyfriends or husbands while female central characters are 
often depicted as mothers (in advertisements selling baby products) and gender objects. 
In a cosmetic commercial, the female central figure was portrayed as naked and posed 
sexually appealing.  
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However, the result of the more recent local study (Furnham and Chan, 2003) 
found that females were more often to be presented as a profession. The present result 
is in contrast to the above finding whereas male central characters are more likely to be 
depicted as the professional role (25.45%) than that of female central figures (15.66%). 
The result therefore does not confirm hypothesis 3. Males are usually portrayed as 
professions such as doctors or chefs. For instance, the male central character are often 
played the role of dentists who provide information to and offer recommendations to 
the viewers (being an authority) in advertisements selling toothpaste. In fact, a survey 
about ‘what do women and men in Hong Kong think about the status of women at home, 
work and in social environments?’ (Women’s Commission) in 2011 found out that 
females were generally labelled as housewives. From these findings, television 
advertisements do help in displaying gender stereotypes in reality and sustaining and 
reinforcing the labelling (Weitz, 1977). 
 
4.4 The Location of male and female central figures  
Hypothesis 4: Females are more likely to be involved in occupational location than 
males. 
 
 Consistent to the result of Furnham and Chan (2003), majority of males and 
females in the sample are more commonly to be illustrated in leisure or unknown 
locations (56.36% for males and 62.65% for females). They are usually presented in 
some artificial backgrounds. 
 
 Besides, the current study finds out that females are more often depicted at home 
(28.92%) than that of males (25.45%). Moreover, males are more likely portrayed in 
occupational settings (18.18%) than that of females (8.43%), more than double that of 
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females. It is incompatible to the result of Furnham and Chan (2003) that females are 
more often to be involved in occupational locations than males. As a result, hypothesis 
4 is not supported by this study. This phenomenon may also be attributed to the 
dominant advertised product type (‘Body and Home’) in this study. The discrepancy of 
location in portrayal of males and females may easily influence viewers to believe that 
males are breadwinners who work in occupational settings while females are 
homemakers who stay at home. 
 
4.5 Product type associated with male and female central figures  
Hypothesis 5: Male central figures are expected to be associated with advertised 
products about leisure, electronics and service sectors than female central figures. 
 
Generally, both sexes are mostly associated with ‘Body and Home’ advertised 
products, where more female central figures (67.47%) than male central figures 
(52.73%). For most of the advertised products such as shampoo, shower gel, skin care, 
milk powder for health, only female central figures are presence. This also explains the 
reason for higher frequency of females identified in this research. 
 
 Although the present result is hardly directly used to compare with that of 
Furnham and Chan (2003) as the sub-categories were re-arranged. It does uphold the 
argument of Furnham at el. (2000) and hypothesis 5. Male central figures are more 
frequently associated with leisure, electronics products and service (32.73%) than that 
of female central figures (16.87%), almost twice of that of female central figures.  
 
 All in all, the present result reveals that the frequency and the ways of portrayal (4 
attributes) of male and female central characters in local television advertisements are 
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not identical. Advertisers portray males and females in distinctive ways so as to fulfill 
the dominant gender ideology. It can be concluded that gender stereotypes is still 
prevalent in current Hong Kong society. Strong sex stereotyping is well internalized by 
Asian who are affected by the traditional Confucianism (Bond, 1991). 
 
4.6 Cultivation and brainwashing effect 
 
There were altogether 302 advertisements collected but only 111 unique 
commercials were included in the result. That means there are 191 repeated 
advertisements. The number of repetitive advertisements is higher than that of the 
exclusive one in 7 days of recording. 
 
One advertisement selling beauty product has highest duplications. It has 
duplicated for 10 times in 7 days. In this advertisement, the product is bought by a 
female central figure who is portrayed as a user and a gender object in an artificial 
setting. She repeatedly states that she will become more beautiful after taking the pill. 
Consequently, viewers may easily believe that appearance is very important to females.  
 
Another advertisement is about credit card (product type – service) which has 
repeated for 5 times. This advertised product is also bought by a female central 
character (which is in contrast to hypothesis 5) who is depicted as a user appeared in a 
leisure setting. However, what she wants to buy by credit card is a wedding dress. This 
reflects the traditional gender belief that females have to get married.  
 
On the other hand, in an insurance advertisement which has duplicated also for 5 
times, the male central figure is presented as the authority persuading the viewers. Yet, 
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he is also portrayed as brave, confident and tough in the advertisement that he is 
jumping around. This also implies that males should be masculine like the male central 
figure in the advertisement.  
 
It is worried that there will be cultivation effect (Signorielli & Morgan, 1990) and 
brainwashing effect that children and teenagers will be heavily influenced and sustain 
the stereotypes. Hence, further investigation can be done on media effect. 
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Chapter Five: Conclusion 
 
5.1 Summary of major findings 
 
 In sum, this study aimed at investigating gender stereotype in prime time TV 
advertisement in Hong Kong. By adopting the coding scheme from Furnham et al. 
(2000) and modifying based on Verhellen et al. (2014), organized data were collected 
for analysis. The results show that even sex role stereotyping was lessening slowly as 
suggested by Furnham and Mak (2003), it is still prevalent in current Hong Kong 
society.  
 
 The present study shows that males and females are portrayed differently in 
television advertisements in Hong Kong. At first, females are more often depicted as 
the central figures than that of males. It is in contrast to the two previous local studies 
that males were frequently presented as the central figure.  
 
Secondly, consistent to previous studies, male central figure are more likely to be 
portrayed as the basis of credibility while female central figures are more usually shown 
as users consuming the advertised products. Yet, majority of the central figures of both 
sexes are commonly illustrated as users.  
 
Thirdly, male central characters are generally depicted as professions than that of 
the female central characters. However, it does not necessarily equal female central 
characters are more often presented as dependent roles. The result reveals that male 
central characters are more frequently portrayed (less than 1.5% difference) as 
dependent roles.  
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 Fourthly, majority of males and females are more likely to be appeared in leisure 
and unknown setting in this study. However, unlike the previous study, it shows that 
females are usually depicted at home while males are generally portrayed in 
occupational settings.  
 
Lastly, female central figures are more often associated with ‘Body and Home’ 
products while male central figures are more frequently connected to ‘Leisure, 
Electronics and Service’ products. 
 
5.2 Research Limitations and suggestions for further studies  
 
 Due to limited time and resources, the present study may not be comprehensive 
enough because only 111 exclusive advertisements were coded. Also, concerning the 
coding scheme, only 4 most related to sex role stereotypes attributes were selectively 
picked up for analysis. Further local researches can be done on a larger pool of data 
with the 10-attribute coding scheme so as to have a clearer picture of the situation of 
current gender stereotypes in Hong Kong television advertisements. Furnham and 
Paltzer (2010) also pointed out that the importance of adding more categories into the 
coding framework so to have a more holistic understanding of gender stereotypes in a 
country from different aspects. Skinny female central figures are usually portrayed in 
beauty and fashion advertisements in Hong Kong (Siu, 2015). Thus, further studies may 
consider adding ‘body shape’ to the coding scheme.  
 
Longitudinal analysis and comparative studies across countries and different 
channels can also be carried out. It will be interesting to examine television 
advertisements in China, a country where is embedded more traditional values and 
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compare it to Hong Kong. Moreover, investigations can also be conducted on a new 
free local TV channel, ViuTV has started broadcasting since April, 2016. 
 
Apart from the small scale of sample size and coding scheme, this research only 
describes the local phenomenon of gender stereotypes in television advertisements, 
efforts can be made to further investigate into the reasons behind and the effect of media 
on viewers’ belief on gender. 
 
5.3 Recommendations to different stake-holders 
  
 The above suggestions for further researches are the recommendations for 
educators and experts from various disciplines. Better understanding and more detailed 
investigations on the depiction of males and females on multiple media in Hong Kong 
are conducive to find out the best solution to this phenomenon.  
 
 As mentioned before, advertisers and marketers tend to portray males and females 
differently when promoting their products. Females are more likely to be depicted as 
subordinate to males. It further sustains the traditional beliefs. Thus, they also play an 
important role in altering the situation. They should avoid using sex role stereotyped 
images. On the other hand, there has been support for the execution of sex education in 
Hong Kong since the handover in 1997 (Fok, 2005), the government should ponder 
implement an official and proper sex education in local primary and secondary schools 
in order to better educate our students since young. 
 
Abundant studies carried out and a proper sex education help teachers and parents 
easily recognize the pre-dominant values. Teachers can be more careful and well 
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planned when they are adopting the media (especially television advertisements) in 
their teaching. Besides, parents can provide prompt guidance and supervision to their 
children when they are encountering stereotyped media messages. All of them can also 
contribute to help raise the consciousness of children and youngsters on gender 
stereotype (hidden curriculum). ‘When knowledge is shared and there is strong peer 
support, consciousness raising may be the best weapon individuals who are subject to 
hidden curricula have’ (Martin, 1976, p.150). Last but not least, even though children 
and teenagers are vulnerable to media effect. They are also encouraged to think 
critically and keep an open-mind so as to prevent influenced by it.  
 
 From previous studies and the present investigation, it is no doubt that gender role 
stereotype is widespread in Hong Kong as well as other countries. However, through 
collective endeavors, it is hoped that the situation will be lessened in the nearest future.  
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